The 0.89, 0.76, 0.61 and -0.36, respectively. 
H1:
Customer relationship management (CRM) has a direct positive influence on passenger expectation (PE). H2: Customer relationship management (CRM) has a direct positive influence on passenger trust (PT).
Perceived service quality (PSQ)
Early conceptualization of service quality was formed by Grönroos (1983 Grönroos ( , 1984 , in which service quality was defined as the 'what' and 'how' of consumers receiving a service. Numerous subsequent authors have discussed perceived service quality, including Hutchins (1985, p.165) , Zeithaml, Parasuraman and Berry (1990, p.16), and Juran and Gryna (1998) , and have indicated that PSQ is a comparison between customer expectations in a product or service and their real perception. If the customer or customer sees that the product or service is the best and meets the expectations, it can be considered that the product or service is of good quality. In 1985, Parasuraman, Zeithaml, and Berry (1985) also published a conceptual model of service quality, which three years later was named 'SERVQUAL.' The service quality model (Parasuraman, 1998; Parasuraman, Zeithaml, and Berry, 1988) indicated that service quality could be measured through five functional quality dimensions, including reliability, assurance, tangibility, empathy, and responsiveness (RATER). Grönroos (1984) , classified service quality into two groups, including expected service and perceived service. This included technical quality, in which functional quality is seen to be a very important dimension of a perceived service. There is also the element of 'functional quality' which is the 'how' component, where 'technical quality' is the 'what' (Kang, 2006) . This is consistent with Kotler (2000, p.200) , which defined service as a person or organization's act or performance that is offered to another party that is not tangible, which does not result in something being owned. Furthermore, the OECD (2006) defined quality as the totality of characteristics of a product or service that have an impact on its ability to satisfy stated or implied needs. SERVQUAL has therefore been widely used to study the broader service industry, where the organization needs to understand the perceptions of its target audience in the service they need and is a technique that provides quality measurement (Ladhari, 2009) . Haywood-Farmer (1988) , followed up with research indicating that the three most important attributes in service quality were (1) physical facilities and processes (tangibility), (2) people's behavior (assurance), and (3) professional judgment (reliability).
Various other studies have also identified multiple latent variables as key to airline passenger repurchase intention. One such component is reliability, which Baker (2014) defined as the ability to provide passengers with services as promised without any assistance correctly. Reliability can also be described as the ability to perform service dependably and accurately, such as punctuality, the efficiency of the check-in process, and convenience and accuracy of reservations and ticketing (Kim and Lee, 2011) . Therefore, after a review of the relevant literature and theory related to perceived service quality (PSQ), the following three observed variables were included in the research. These included reliability (x5), assurance (x6), and tangibility (x7). Finally, the following two hypotheses were conceptualized for the research:
H3: Perceived service quality (PSQ) has a direct influence on passenger expectations (PE). H4: Perceived service quality (PSQ) has a direct influence on passenger trust (PT).
Perceived risk (PER)
Early research concerning consumer perceptions of risk, indicated that getting to know the nature and range of the risk perceived by a consumer enables a better understanding of some of the aspects of consumer behavior (Cox, 1967) . According to Jacoby and Kaplan (1972) , numerous researchers have utilized the construct of PER to investigate various aspects of consumer behavior. From the research, five primary types of perceived risk were identified. These included financial, performance, physical, psychological, and social risk. Subsequently, a sixth PER was added. This came from Roselius (1971, p. 58) , in which time loss was added. This was defined as "when some products fail, we waste time, convenience, and effort getting it adjusted, repaired, or replaced." Furthermore, Schiffman and Wisenblit (2015) stated that customers must find ways to reduce the risk of feeling empathetic when making a purchase decision and using the service. This is consistent with Kim, Ferrin, and Rao (2008) , whose research in Hong Kong examined Internet consumers' trust and PER and determined that both have strong impacts on a consumer's purchasing decisions. Additionally, consumers' perceptions concerning trust, reputation, privacy concerns, security concerns, the information quality of the Website, and the company's reputation, have strong effects on an Internet consumers' trust in the Website.
Also, Chen and Chang (2013) in research conducted in Taiwan, indicated that investing resources in the increase of green perceived quality and the decrease of green perceived risk is used to enhance green satisfaction and green trust.
Therefore, after a review of the relevant literature and theory related to perceived risk (PER), the following three observed variables were included in the research. These included information perception (x8), perceived risk of service (x9), and the perception of privacy (x10). Finally, the following two hypotheses were conceptualized for the research: H5: Perceived risk (PER) has a direct influence on passenger expectations (PE). H6: Perceived risk (PER) has a direct influence on passenger trust (PT).
Passenger expectations (PE)
Kumudha and Bhunia (2016), indicated that PE within the airline industry is the passenger's preconceived idea about the airline's product or service, with PE influenced by a customer's sensitivity of the product or service. This can be fashioned by previous experience, advertising, hearsay, competitor awareness, and the airline's brand image. Additionally, airline passengers expect efficiency, reliability, confidence in the staff, and personal attention. If a passenger's expectation is met, the outcome is customer satisfaction.
A consumer's expectation about an organization's services acts as a standard for the performance evaluation of that organization, with customers comparing their organization's performance expectation with the service offered. Furthermore, CRM can be improved through better analysis of the consumer's expectation of these services (Olshavsky and Kumar, 2001) . This is also consistent with Heracleous and Wirtz (2010) , which reported that carriers who wish to be successful must focus on passenger service. Therefore, after a review of the relevant literature and theory related to perceived risk (PER), the following three observed variables were included in the research. These included work confidence (y4), management (y5), and service quality (y6). Finally, the following hypothesis was conceptualized for the research:
H7: Passenger expectations (PE) has a direct influence on passenger trust (PT).
Passenger trust (PT)
Morgan and Hunt (1994) stated that trust plays a significant role in determining commitment between customers and companies. Haryono et al. (2015) studied full-service carrier (FSC) passenger characteristics at the Adisutjipto International Airport Yogyakarta (JOG) in Java, Indonesia, and determined that service quality have a significant effect on trust, customer satisfaction, customer delight, and repurchase intention.
Furthermore, Chaudury and Holobrook (2001) , reported that trust is essential to organizational effectiveness. The positive effects of work are the result of increased trust within the organization, resulting in increased employee productivity and organizational commitment (Nyhan and Marlowe, 1997) . Trust is the basis of communication relationships in providing services to customers, with CT having a direct influence on customer loyalty (Marakanon and Panjakajornsak, 2017) .
Therefore, after a review of the relevant literature and theory related to passenger trust (PT), the following three observed variables were included in the research. These included safety confidence (y1) management confidence (y2), and performance confidence (y3). From the review of the literature and theory, the conceptual model for the study is presented in Figure 1 . 
Study objectives
• To better understand how perceived service quality (PSQ), customer relationship management (CRM), passenger expectations (PE), and perceived risk (PER) affect Thai Airway passenger trust (PT).
• To examine the significance of passenger expectations and perceptions about the CRM and marketing practices in full-service carrier (FSC) airlines.
Methods 3.1. Population and sample
A team of Thai university students was used to obtain a sample of 565 passengers from international and domestic travelers, both Thai and foreign, on Thailand's national full-service carrier (FSC), Thai Airways at Suvarnabhumi Airport from May to July 2014. As the Thai Airways passenger list was not available for public use, from the use of systematic sampling techniques, every 5 th , check-in passenger was selected from individuals who had completed the check-in process from either the team's location at both the international and domestic terminals for Thai Airways.
Using a formula from Levine, Berenson and Krehbiel (2011) , the required sample size was determined. Confirmation that 565 was highly reliable was also indicated by statistical sampling requirements from Krejcie and Morgan (1970) , whose table of required sample sizes indicates that as the population increases, the sample size increases at a diminishing rate (plateau) and remains, eventually constant at slightly more than 380 cases. Therefore, there is little to be gained to warrant the expense and energy to sample beyond about 380 cases (Israel, 2013; Yamane, 1967) . However, it is common to use larger sample sizes to increase researcher confidence.
Qualitative research
Furthermore, during the period between May to July 2014, qualitative research was further conducted by use of in-depth, semi-structured, guided interviews with five individuals including three university professors, and two individuals involved in executive management at Thai Airways. Their input covered the following five topics: 1. Measurement of perceived service quality (PSQ), 2. Measurement of customer relationship management (CRM), 3. Measurement of passenger expectations (PE), 4. Measurement of perceived risk (PER), and 5. Measurement of passenger trust (TR).
For the study, Cronbach's alpha (Tavakol and Dennick, 2011) was used to evaluate the initial 30 samples which used a 7-level, Likert type agreement scale (Matell and Jacoby, 1972) , with '7' indicating 'strongly agree' and '1' indicating 'strongly disagree.' The value of alpha (α) that is considered acceptable ranges in value from 0 to 1 and may be used to describe the reliability of factors extracted from multi-point formatted questionnaires or scales, with a reliability score of 0.70 or higher being considered a reliable score by various researchers (Nunnally and Bernstein, 1994; Hair et al., 2016) . From the study, alpha (α) was determined to average 75.
Research tool
Questionnaire research design is an outline that is used to generate answers to research questions and is an arrangement of conditions of data collection and analysis. For this study, the authors used a descriptive survey methodology designed to assess how passengers trusted flying with the Kingdom's national FSC 'Thai Airways'. The design employed the self-administration of a 33-item questionnaire to a sample of individuals which was aimed at finding each's attitudes and opinion about how the 16 observed variables impacted passenger trust. Primary and secondary data was obtained, with primary data coming from data collected from the questionnaire. Secondary data was gathered from the documents, literature, websites, research articles, research reports, and academic dissertations. For queries that are designed to determine the value of the item comments, a 7-level Likert scale is often employed (Matell and Jacoby, 1972) , with 1 representing an answer which 'strongly disagrees' with the item's statement, to 7, which is interpreted as an item statement in which the passenger 'strongly agrees'. Using the guidelines of Best and Kahn (2003) , Table 1 presents the scale and values used in the study's questionnaire. The questionnaires collected from the 565 individuals indicated that the overall survey average was 'I more agree,' with an average of 5.65 overall. Furthermore, the survey's questionnaire utilized was divided into two sections (Matell and Jacoby, 1972) . Part 1 consisted of 6 items pertaining to the passengers' demographics (Table 2, while Part 2 was divided into 7 sections with 33 items concerning perceived service quality (PSQ), customer relationship management (CRM), passenger expectation (PE), perceived risk (PR), and passenger trust (PT). There were 39 items in total. 
Confirmatory factor analysis (CFA)
After a review of research documents and relevant theory, a CFA analysis was used to test the interrelationships of the internal and external latent variables (Table 5 ). Confirmation analysis was conducted using the LISREL 9.1 software program, which indicated that the value of 2 was not statistically significant (p > 0.05) with the 2 / df <2.00. Convergence validity was also adapted to measure the factor loadings of the observed variables and latent variables. Hooper, Coughlan, and Mullen (2008) and Hair et al. (2016) discussed low R 2 values (≤ 0.20 and ≤ 0.25, respectively), and suggested that they are removed from the analysis, as this is an indication of high error rates. All factor loadings, however, showed values >0.5, indicating the consistency of the evaluating questions with respect to the suggested values (p-value >0.5) (Fornell and Larcker, 1981) . The reliability of each construct was also examined through CFA by using the composite reliability (CR) to measure the internal consistency of a single construct, marking all composite reliability (CR) values exceeding 0.6, and stipulating the reliability of the measurement (Kline, 2011) . Afterward, the validity of the model fit was also tested by using the average variance extracted (AVE). Furthermore, Steiger (1990) has indicated that the root mean square error of approximation (RMSEA) index compensates for model complexity. Also, the comparative fit index (CFI) was used which had a criterion of ≥.95, a standardized root mean square residual (SRMR) ≤ 0.05, and a RMSEA as a measure of GOF in the models (Kline, 2011), as well as to measure the discrepancy per degree of freedom (Hu and Bentler, 1999) .
Results

Thai Airways passengers' descriptive analysis (n=565)
For personal data (Table 2) , it was found that 62.83% of the passengers were male, while 37.17% were female. A slight majority or 25.66% were between 35-44 years old. Also, a significant number reported that they were Asian (44.60%), with most indicating they were traveling on holiday (55.93%). Table 3 shows that the mean scores and standard deviation of the factors that affect Thai Airways passenger trust (PT). The latent variables from the survey included CRM, PER, PSQ, PE, and PT.
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Interpreted results from the 7-point survey which ranged from 5.29 -5.83 (Best and Kahn, 2003) . 
Confirmatory factor analysis (CFA) results
CFA analysis of the dependent and independent variables was built on the conceptual framework derived from the study of relevant documents and scholarly research (Figure 2 and Figure 3) . By analyzing the confirmatory components with LISREL 9.1, 2 was determined not to be statistically significant (p> 0.05), 2/df was <2.00, RMSEA <0.05, and SRMR <0.05. The goodness-of-fit index (GFI) was also indicated to be 0.99, and the adjusted goodness-of-fit index (AGFI) was 0.97, which indicates a well-fitting model as their values are greater than 0.90 (Hooper et al., 2008) . Furthermore, from Table 4 and Table 5 
Convergent Model Analysis
From the LISREL 9.1 analysis of the data, and the measurement of the five latent variables and their related hypotheses, it was determined that there was a good model fit with the empirical research data. Construct validity uses both convergent and discriminant validity in combination and must be used together to establish overall validity. Convergent validity can be analyzed in three ways. These include item reliability, composite reliability (CR), and average variance extracted (AVE) (Chau, 1997) . As such, to assess the validity of the study's models, convergent validity and discriminant validity were used. Also, in SEM, a CFA is usually used to access construct validity (Jöreskog, Olsson, and Fan, 2016) . Hair et al. (2016) and Byrne et al. (1989) have also indicated that factor loadings or regression weight estimates of latent to observed variables should have values higher than 0.50, which indicates that all the constructs conform to the construct validity test and validity convergence.
The first measure, item reliability is indicated if items have significant factor loadings of 0.50 or above. The second measure, composite reliability, is assessed based on the criteria that the indicator's estimated pattern coefficient is significant for its underlying factor, which should have a threshold value for construct reliability at 0.60 or higher (Nunnally and Bernstein, 1994) , with all AVE values higher than 0.50 (Hair et al., 2016) .
Results in Table x show that the 2 value was 19.48, which had 21 degrees of freedom (df). Therefore, the ratio between 2 and the df was equal to 0.93 when tested, which showed no statistical www.jbrmr.com A Journal of the Academy of Business and Retail Management (ABRM) 52 significance as it was ≥ 0.05, which confirms the model's hypotheses are not different from the empirical data. Further confirmation was established as the results of the GFI = 0.99, and the AGFI = 0.97. The CFI was equal to 1.00. The RMSEA was equal to 0.000. The SRMR was equal to 0.02, which indicates an excellent fit as its value < 0.05 (Hu and Bentler, 1999) . The validated results are detailed in Table 7 and Table 8 , as well as The results of hypotheses testing for this study are shown in Figure 4 and Tables 8 and 9. df = 21, RMSEA=0.000 Additionally, the direct effect (DE), indirect effect (IE), and total effects (TE) of the latent variables (PE, PSQ, PER, and CRM) on Thai Airways passenger trust (PT) are shown in Table 8 . Because the model is consistent with empirical data, PT can explain the variance of factors affecting the confidence of Thai Airways passengers (R 2 ) by 51%. Causes that affect PT were PSQ, CRM, PE, and PER, which had total effects (TE) of 0.89, 0.76, 0.61 and -0.36, respectively (Table 8 ). Table 9 presents the results of final model hypotheses testing. Note. *Sig. < 0.05, **Sig. < 0.01.
Discussion and conclusion
In recent times, the quality of life of air transportation services (ATS) has always been one of the predominant factors that determine a nation's economic progress. Therefore, a well-managed ATS serves as a catalyst for economic transformation (Kumudha and Bhunia, 2016) . In Thailand, commercial aviation statistics are particularly impressive, as in 2016 122 million passengers transited a Thai AOT (Airports of Thailand) operated airport (Kositchotethana, 2017) .
Furthermore, based on the results of the study's SEM variables affecting Thai Airways passenger trust, it was found that all causal factors in the model had a positive influence, which can be explained by the 51% of variance in passenger trust (R 2 ). The variables ranked in importance included perceived service quality (PSQ), customer relationship management (CRM), passenger expectations (PE), and perceived risk (PER) had a total value of 0.89, 0.76, 0.61 and -0.36, respectively.
Perceived service quality (PSQ)
Reasons for the high importance placed by Thai Airways passengers' on PSQ is that it is a comparison between the customer's expectations in the product or service and their actual perception (Ali, 2018) . If the customer or customer sees that the product or service is the best and meets the expectations, they will continue to use it (Hutchins, 1985, p.165; Juran and Gryna, 1998; Zeithaml et al., 1990, p.16) . This is consistent with Chou, Liu, Huang, Yih, and Han (2011) , which viewed airline service quality in Taiwan as a key to a successful airline.
Multiple studies have also reported that passenger service quality satisfaction is contingent on how an airline responds to passenger needs (Lerrthaitrakul and Panjakajornsak, 2014) . Furthermore, Moreover, past passenger perceptions service quality satisfaction could significantly influence a passenger's decision when choosing the same airline again (Park, Robertson, and Wu, 2004; Yang, Hsieh, and Yang, 2012) .
Additionally, Gefen (2002) discussed customer loyalty in e-commerce, using components of the RATER (SERQUAL) model, and determined that responsiveness, reliability, and assurance played key roles. This is consistent with this study's survey of Thai Airways passengers in which Part 4's PSQ item 3 had a mean score of 6.38 (the second highest of the survey) when passengers were asked to respond to the statement 'Thai Airways delivers prompt service.'
Customer relationship management (CRM)
From the study, Thai Airways passengers placed CRM as second in importance, as an airlines digital behavior and the associated technological environment are increasingly having a significant impact on the way companies manage their customer relationships (Krämer, Tachilzik and Bongaerts, 2017; Wan, 2017) . This is consistent with Brown (2000) , which indicated that CRM is a competitive strategy, and focus needs to be given to be given to consumers. It is also a business process improvement that delivers value to customers, employees, and stakeholders.
Vuthisopon and Srinuan (2017) discussed the impact of E-Service Quality (ESQ) within the Thai Low-Cost Carrier (LCC) airline sector, and also confirmed that the most important things are airline security standards and services on board. Additionally, when customers book seats online, confirmation messages should be sent to their mobile phones automatically. Also, channels of payment should be increased, airline office online hours' contact should be extended in order that customers can contact the LCC office at any time, and in the case of problems or delays in check-in, solutions must be found quickly in order to increase competence in services and LCC competitiveness. However, e-commerce vendors using online systems need to convince their customers that both the vendors and systems are trustworthy (Järveläinen, 2007) . This is consistent airline e-ticketing research from Lau, Kwek and Tan (2011) , which indicated that airline e-ticketing was comprised of five variables. These included ease of use, website design, assurance, responsiveness, and personalization.
Passenger expectations (PE)
In Hong Kong, Gilbert and Wong (2003) investigated airline passenger expectations (PE) and discovered there were significant differences among passengers of different ethnic groups/nationalities, as well as among passengers who travel for business, for a holiday, or to visit their family. Additionally, these Asian travelers consistently ranked 'assurance' as the most important service dimension, with passengers concerned about safety and security. This is consistent with this study's survey of Thai Airways passengers in which Part 5's PE item 3 had a mean score of 6.54 (the highest of the survey) when passengers were asked to respond to the statement 'Thai Airways provides the right kind of service.' Therefore, customer satisfaction is the outcome felt by those that have experienced a company's performance that have fulfilled their expectations (Angelova and Zekiri, 2011) , with expectations playing an important role in the satisfaction formation. Kotler (2000) earlier stated that satisfaction is related to how a person's feeling of pleasure or disappointment resulting from comparing a product's perceived performance to their perceived expectations. Additionally, Cronin and Taylor (1992) , stated that expectations serve as a reference point in a customer's assessment of performance.
Perceived risk (PER)
Knowledge of the sources and character of consumer PER is of great importance for companies. Schiffman and Kanuk (1994) , reported that the scale and type of consumer reaction depends on the perceived level of risk, and on his or her level of tolerance for the perceived risk. Also, PER is the ability to assess the risks consumers face in purchasing a product or service (Kotler and Armstrong, 2002) .
From the study on Thai Airways passenger trust, PER has a mean score of 5.60. From the six survey items concerning PER, 'I am aware of Thai Airways service, and flight schedules' (5.75) seemed to have the greatest importance. This can be interpreted as 'uncertainty is not good.' This is consistent with Chang and Chen (2008) , which argued that a reduction in PER, leads to an increase in purchase probability. Therefore, a decrease in PER helps in increasing customer trust.
In other studies, Alessandro, Girardi and Tiangsoongnern (2012) examined the effect of risk perception and trust on online shopping behavior. The research found that Internet Fraud Protection has a positive impact on online shopping trust, with PER having a negative impact on trust when the Internet is used to buy products or services. This is important for airlines as passengers want to reduce their risk when using online payment systems and should be afforded high levels of security to reduce their perceptions of risk.
Passenger trust (PT)
In the Libyan airline industry, Ehbara and Shukor (2016) investigated service quality and customer trust and determined that there is positive relationship between the service quality factors and customer trust, except when it came to employee competence. Shared values and benevolence of service quality factors were found to have high influences on customer trust. Additionally, other studies have confirmed that customer trust, attachment, integrity, and positive word of mouth, has a positive effect on customer loyalty (Ahrens, Coyle and Strahilevitz, 2013; de Villiers, 2015; Lai, 2015) .
Chen, Liu, Sheu, and Yang (2012) conducted a study on factors affecting customer satisfaction in the financial services industry and reported that service awareness and fair service are essential elements to customer satisfaction. Additionally, service fairness, perceived service quality, and customer perceived value have a positive effect on customer trust. Gregg and Walczak (2010) studied the relationship between site qualities, trust and price increase in online auctions, and reported that Web site quality is positively correlated with trust in online auctions. This was consistent with Yi, Yoon, Davis and Lee (2013) that perceived information quality has a positive effect on trust, while perceived risk has a negative effect on trust.
Limitations and direction for future research
The present research on airline passenger trust can be a starting point for a new direction in studying the role of social media in customer loyalty programs, as social media platforms are becoming a critical element in an airline's success in providing customer services to its passengers and stakeholders. Numerous studies have determined that time is of the essence to FSA passengers, and social media is becoming the platform of choice. Furthermore, an investigation into how these social media services are dependent on multi-lingual staff in an international environment and how these personnel can be obtained is also necessary. Possible research could also be conducted into how out-sourcing can play a role in this capability outside the parent airline's base and country of origin. Additionally, the following limitations of the study are as follows:
• This study was limited to Thai Airways' passengers only, who were transiting Thai Airways terminals at Bangkok's Suvarnabhumi Airport.
• Accuracy of the data collection process was contingent on whether or not the research team who administered the questionnaire followed the guidelines presented by the researchers.
• From the analysis of other research, it was determined that FSC and LCC passengers have significantly different demographics (age, sex, etc.). Therefore, more research needs to be undertaken as to how this factor can be used to both obtain and retain FSC passengers.
• There also needs to be further research on how aircraft age and cabin services affect passenger satisfaction and trust in the airline. It is being suggested by the current executives at Thai Airways and government officials responsible for its operation, that this is a critical element in passenger retention. Therefore, further research needs to be conducted on the specifics of this.
• As also suggested, social media is playing an ever-increasing role, but investigation needs to be undertaken into how to protect the customer data and secure the platforms from hacks and virus attacks. Care was taken throughout the research process to eliminate or at least minimize the stated and unforeseen limitations of the study.
